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I. EXECUTIVE SUMMARY 
PRE-TRIP PERCEPTIONS ABOUT SPAIN: 
Respondents agreed that: Spaniards are warm, cordial, and 
charming; that Spain is a warm destination; that Spain has a 
large variety of quality arts and crafts for sale; that the 
shopping in Spain is no longer a bargain; and that a visit to 
Spain should last between two and three weeks. 
Respondents disagreed that: Spaniards are dishonest people; that 
there is hardly any night life in Spain; that Spanish food is 
similar to Mexican food in the United States; that Spanish people 
are like Hispanic people in the United States; that Spain is a 
fascist country; that Spanish people are not hospitable to 
American tourists; that Spain is not psychologically associated 
with Europe; that Spain does not have a highly visible tourist 
landmark like other European countries have; that airfare to 
Spain is very expensive compared to other European destinations; 
that it is difficult to communicate in English in Spain; or that 
Spain is an inexpensive destination. 
POST TRIP PERCEPTIONS: Respondents' perception of Spain as a 
vacation destination changed significantly in eleven dimensions. 
Following their visit to Spain, respondents thought that: 
1. Spain was a more expensive destination than they had 
thought previously. 
2. There is less petty crime in Spain. 
3. Spanish food was less similar to Mexican food than they 
had thought previously. 
4. A visit to Spain should last between two and three 
weeks. 
5. Shopping in Spain was no longer a bargain. 
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6. The roads in Spain were better than they had thought. 
7. Spanish people and the U.S. Hispanic residents were 
different from each other. 
8. There is more night life in Spain than they had 
expected. 
9. Spaniards were not as warm, cordial, and charming 
as they had thought before going to Spain. 
10. It was more difficult to communicate in English 
throughout Spain than they had thought before going to 
Spain. 
11. Spaniards were more honest that they had thought 
before going to Spain. 
FULFILLMENT OF EXPECTATIONS AND SATISFACTION: The majority of 
the respondents had their expectations of Spain met or 
surpassed. Less than fourteen percent were slightly disappointed 
or disappointed. 
LIKELIHOOD TO REVISIT SPAIN: The majority of the respondents 
(about 60%) indicated that it was unlikely or somewhat unlikely 
that they would revisit Spain within the next three years. 
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II. INTRODUCTION 
A. Research Objectives 
The major objective of this study was to identify the 
perception of Spain as a tourist destination among first-time 
travelers to Spain before and after taking a trip to Spain. The 
study also identified the demographic characteristics, travel 
behavior of travelers to Spain, and their exposure to promotion 
and advertising about Spain. 
III. METHODOLOGY 
A. Instrument 
The study was conducted in three phases: first, four focus 
groups of U.S. residents who traveled extensively to overseas 
destinations but had never traveled to Spain were held in Miami, 
San Francisco, New York City, and Los Angeles. 
The purpose of the focus groups was to identify the 
perception of Spain as a vacation destination and the variables 
that might influence the choice of Spain as a vacation 
destination. 
The second and third phases employed pretest/post-test 
methodology: In the second phase, first time travelers to Spain 
were interviewed at Iberia Airlines gates in New York's JFK and 
Miami International airports prior to their departure to Spain 
(pretest). Upon completion of the interview, respondents were 
asked to give their telephone numbers so that they could be 
interviewed upon their return home (post-test). The third phase 
included the post-test telephone interviews. The post-test 
questionnaire included most of the variables that were included 
pretest phase for comparison purposes. 
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For verification purposes, all respondents were asked to 
provide their birth date in both the pretest and post-test 
phases. 
B. Sampling 
Personal interviews were conducted among a sample of 181 
Iberia Airlines passengers traveling from the United States to 
Spain. Subjects were screened to determine whether they were 
traveling to Spain for the first time and if they would disembark in 
Spain rather than catching a connecting flight to another 
destination. 
c. Data Analysis 
Two questionnaires were constructed. The first (pretest 
questionnaire) was designed to be completed within 12 minutes. 
Interviews lasted between 7 and 30 minutes with an average length 
of 11.7 minutes. The second (post-test questionnaire) was 
designed to be completed within 5 minutes. Interviews lasted 
between 3 and 6 minutes with an average of ·5 minutes. 
Completed questionnaires were coded and the data was 
analyzed at the University of Central Florida. Frequency 
distributions were generated for all questions. In addition, t-
tests were performed for the variables indicating perception of 
visiting Spain as a vacation destination. The results are shown 
in the findings section of this report. 
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D. Limitations 
Several limitations in the research methodology are noted 
here. The practice of interviewing only willing respondents may 
create problems of representation. Since there was no control 
over who participated in the study the results could have been 
biased by either favorable or unfavorable participants. 
In addition, respondents were generally aware that their 
opinions were being sought by a research institution sponsored by 
a foreign government and consequently, they may have been less 
likely to express dissatisfaction with various aspects of the 
Spanish tourism product. 
Finally, the interviewing occurred during a period when the 
U.S. dollar was relatively weak compared to many European 
currencies. This, might have affected responses to some of the 
questions in the post-test stage and should be noted when 
comparing the present data to past or future data. 
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IV. FINDINGS 
A. Demographic Profile of the First Time Travelers to Spain: 
The sample consisted of 67% females and 33% males (Table 1). 
The majority of the respondents (53.1%) were married, 
had a college degree (62.4%), and their median age was between 
40 and 49. Their median 1989 annual household income was 
$50-60,000 (Tables 1-5). Respondents were residents of the New 
York City area (26.5%), the Miami area (11.6%), Los Angeles and 
San Francisco (2.8% in each city). Other respondents were 
residents of the following States: Massachusetts, Connecticut, 
New Jersey, Pennsylvania, District of Columbia, Maryland, 
Virginia, North Carolina, Georgia, Ohio, Minnesota, Illinois, 
Oklahoma, Texas, Colorado, and Hawaii. 
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Table 1: 
sex of the Respondent 
Sex ~ 0 
1. Male 32.6 
2. Female 67.4 
Total 100.0 
Table 2: 
Marital status of Respondent 
Status ~ 0 
1. Single 30.7 
2. Married 53.1 
3. Divorced/Separated 13.4 




Highest Level of Education 
Level 9--0 
1. Some High School 0.6 
2. High School Graduate 20.2 
3. Some College 16.9 
4. College Degree 36.0 
5. Advanced Degree 26.4 
Total 100.0 
Table 4: 
Age of Respondent 
Age % 
1. 18-29 16.6 
2. 30-39 21.1 
3. 40-49 17.7 
4. 50-59 23.4 
5. 60-69 14.3 





1989 Annual Household Income 
Income % 
1. Under $20,000 5.8 
2. $20-30,000 15.0 
3. $30-40,000 14.2 
4. $40-50,000 14.2 
5. $50-60,000 10.8 
6. $60-70,000 10.8 
7. $70-80,000 7.5 




Respondent's Place of Residency 
Location ~ 0 
1. Greater New York Area 26.5 
2. Greater Miami area 11. 6 
3. Greater Los Angeles Area 2.8 
4. Greater San Francisco Area 2.8 
5. Other 56.4 
Total 100.0 
10 
B. Foreign Travel Behavior: 
The respondents took a median of 3 trips to foreign 
destinations in the past five years (Table 7). 
Table 7: 
Number of Trips to Foreign Destinations in Past Five Years 
Number ~ 0 
One 26.2 















standard Deviation 3.1 
Median 3.0 
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c. The Trip to Spain 
1. Planning process: 
The majority of the respondents (44.3%) planned their trip 
to Spain over four months prior to their departure (Table 8). 
Almost all of the respondents (95.6%) visited Spain 
primarily for vacation. A small proportion visited friends and 
relatives (1.7%) or went there on business (1.1%) (Table 9). 
Table 8: 
Decision Timing to Visit Spain 
Length of time before trip ~ 0 
1. 7 days or less 1. 7 
2. 8-14 days 2.8 
3. 15-30 days 4.0 
4. 1-2 months 15.9 
5. 2-3 months 14.8 
6. 3-4 months 16.5 




Purpose of Trip to Spain 
Purpose 
1. Vacation 95.6 
2. Visit Friends and Relatives 1. 7 
3. Business 1.1 
4. Study 0.6 
6. Other 1.1 
Total 100.0 
2. Motivation for choosing Spain as destination: 
Respondents were asked to indicate what attracted or 
motivated them to choose Spain as a vacation destination. Their 
motives are listed in Table 10. The top five motives were: 
recommendations of friends and relatives, Spain's climate, the 
beaches, the old culture, and friends and relatives in Spain 
(27%, 20.1%, 13.2%, 12.2%, and 11.6% respectively). The "other" 
category included responses such as: "never been there before," 
"it was a free trip," "time share condominium," and "always 
wanted to see Spain." 
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Table 10: 
Motive for Choosinq Spain as a vacation Destination 
Motive 
1. Recommendations of Friends and Relatives 27.0 
2. Spain's Climate 20.1 
3. The Beaches 13.2 
4. The Old Culture 12.2 
5. Friends and Relatives in Spain 11. 6 
6. The Architecture 11.1 
7. Spanish Cities 10.1 
8. Heritage 5.8 
9. The Castles 3.7 
10. The Music and/or Dance 3.2 
11. Travel Agent or Tour Operator Recommendation 3.2 
12. Advertising about Spain 2.6 
13. The Bull Fights 0.5 
14. Other 43.9 
Total 100.0 
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3. Sources of information about Spain: 
Respondents were asked to indicate what sources they used to 
obtain information about Spain. The top four sources used were 
travel agency (71.9%), friends and relatives (14.6%), airline 
(9%), and travel club (7%) (Table 11). 
Table 11: 
sources used for Travel Information about Spain 
Source ~ 0 
1. Travel Agency 71.9 
2. Friends and Relatives 14.6 
3. Airline 9.0 
4. Travel Club 7.0 
5. Government Tourist Off ice 6.5 
6. Brochures of Destinations 6.5 
7. Travel Guide Books 6.5 
8. Newspaper Articles 3.5 
9. Tour Operator 2.5 
10. Magazine Articles 2.0 
11. Newspaper Advertising 1. 5 
12. Magazine Advertising 0.5 
12. Other 0.5 
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4. Travel agent usage: 
The majority of the respondents (85.8%) used the services 
of a travel agent (Table 12). The majority of the 
respondents who used a travel agent evaluated the agent to be very 
well informed (40.6%) or somewhat informed about Spain (26.6%). 
Almost one quarter (24.5%) of the respondents evaluated their 
agent's knowledge about Spain to be average (Table 13). 
Table 12: 










Respondents• Evaluation of Travel Agent's Knowledge of Spain 
Evaluation 
1. Very well informed 40.6 
2. Somewhat informed 26.6 
3. Average 24.5 
4. Somewhat uninformed 4.2 
5. Uninformed 4.2 
Total 100.0 
Median "Somewhat Informed" 
16 
5. Traveling Party: 
The majority of the respondents were traveling with their 
spouse (39.8%) or with a friend (27%). Others traveled alone 
(11%), with family or relatives (17.7%), or with a tour group 
(2.2%). The remainder (2.3%) indicated that they were with a 
school group or with a teacher (Table 14). 
The median number of adults traveling with the respondents 
was one while the median number of children traveling with the 
respondents was two (Tables 15 and 16, respectively). 
Table 14: 
Respondent's Traveling Party 
Party 
1. Traveling with Spouse 39.8 
2. Traveling with a friend 27.0 
3. Traveling with Family or Relatives 17.7 
4. Traveling Alone 11.0 
5. Traveling with a Tour Group 2.2 




Number of Adult Companions 










Number of Children 







6. Travel itinerary: 
The majority of the first time travelers to Spain (72.7%) 
planned to visit Spain only, while the others (27.3%) planned to 
combine the visit to Spain along with other countries (Table 17). 
Those countries included Portugal, Morocco, France, Algeria, 
Belgium, and the United Kingdom (Table 18). 
The majority (60.6%) of the respondents were traveling to 
Spain with an organized or a package tour (Table 19). 
Respondents planned to spend an average of 10.7 and a median 
of 10 lodging nights in Spain (Table 20). 
Table 17: 
Respondents• Travel Itinerary 
Travel plans 
1. Plan to visit Spain only 








Other countries Respondents Plan to Visit(a) 
Country 
1. Portugal 16.0 
2. Morocco 5.5 
3. France 2.2 
4. Canary Islands 1.1 
5. Algeria 0.6 
6. Belgium 0.6 
7. United Kingdom 0.6 
Total 100.0 
Note: (a) "Are you traveling to Spain exclusively or do you intend 
to spend some time in other foreign countries?" 
Table 19: 
Whether Trip was Part of Prepaid Package Tour 
% 
1. Yes 60.6 



























































Almost one half (45.5%) of the respondents indicated that 
they had been exposed to advertising about Spain (Table 21). 
Respondents mentioned seeing advertising mostly in: newspapers 
(47.3%), magazines (38.7%), and brochures (38.7%) (Table 21). 
Table 21: 
Respondents• Exposure to Advertisinq About Spain 
Whether respondent 
was exposed to 








Types of Advertisinq About Spain Respondents were Exposed to 
Type % 
1. Newspaper 47.3 
2. Magazine 38.7 
3. Brochure 38.7 
4. Television 5.4 
5. Billboard 2.2 
6. Direct Mail Marketing 2.2 
7. Radio 1.1 
8. Other 14.0 
Note: Total percentages exceed 100% due to multiple responses. 
E. Perception of Spain as a Vacation Destination 
1. Pretest perceptions: 
22 
Prior to their trip to Spain, respondents were asked to 
indicate their level of agreement or disagreement with a series 
of 22 statements about Spain as a vacation destination. A five-
point scale was used to indicate level of agreement where "1" 
represented total disagreement with the statement and "5" 
represented total agreement with the statement. Overall means 
and standard deviations were calculated for each of the 
statements and are presented in Table 21a and 21b. 
Respondents agreed that the Spanish people are warm, 
cordial, and charming (mean = 3.9) and disagreed that Spaniards 
are dishonest people (mean= 1.9), or that they are not 
hospitable to American tourists (mean= 2.2). Additionally, 
respondents did not think that Spanish people were much like the 
Hispanic residents of the United States (mean = 2.1). 
Respondents neither agreed nor disagreed that there is a lot of 
petty crime in Spain (mean= 3.2). 
In areas of accommodation and convenience, respondents 
neither agreed nor disagreed that the roads in Spain are old and 
difficult to drive on (mean= 3.0), that deluxe hotels in Spain 
are not as nice as those in the United States (mean= 3.1), that 
tourists should be careful not to drink the water in Spain (mean 
= 2.9), or that the train service in Spain is slow and unreliable 
(mean= 2.8). Respondents tended to disagree that in Spain it is 
difficult to communicate in English (mean= 2.6). 
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Concerning value for money, respondents disagreed slightly 
that Spain is an inexpensive destination (mean= 2.7). They also 
disagreed that compared to other European destinations, the 
airfare to Spain is very expensive (mean= 2.6). Respondents 
agreed slightly that shopping in Spain is no longer a bargain 
(mean= 3.4). 
Respondents did not agree that the food in Spain is similar 
to Mexican food in the United States (mean= 2.1). They also 
disagreed that there is hardly any night life in Spain (mean = 
1.7). Respondents agreed that Spain has a large variety of 
quality arts and crafts for sale (mean= 3.8). Respondents 
disagreed that Spain does not have a highly visible tourist 
landmark like other European countries have (mean= 2.3). They 
also disagreed that Spain is a fascist country (mean= 1.8). 
2. Post-test perceptions: 
Upon their return to the United States from Spain, the same 
respondents were asked to indicate their level of agreement with 
the same statements using the same scale to determine if the trip 
to Spain had an impact on their perception of Spain as a vacation 
destination. 
Overall means and standard deviations were computed for each 
of the statements and are summarized in Tables 2la and 21b. To 
determine whether differences in the means from the post-test 
were significantly different from the means of the pretest, t-
tests were performed. Respondents' average level of 
agreement/disagreement with the statements changed significantly 
in eleven cases. These statements are presented in Table 20a. 
24 
Please note that the change in the perception about Spain 
was both positive and negative. After returning from Spain, the 
respondents exhibited more positive attitudes about Spain in 
seven statements than they had done before going there. However, 
the remaining four statements yielded more negative perceptions of 
Spain upon returning. 
Following their visit to Spain, respondents: 
1. thought that Spain was a more expensive destination than they 
had thought before going there. 
2. thought that there was less petty crime in Spain than they had 
thought before going there. 
3. thought that Spanish food was less similar to Mexican food than 
they had thought before going to Spain. 
4. agreed more that a visit to Spain should last between two and 
three weeks than they had thought before going to Spain. 
5. thought more strongly that shopping in Spain was no longer a 
bargain. 
6. perceived the roads in Spain to be better than they had 
expected before going to Spain. 
7. thought more strongly that Spanish people and the U.S. 
Hispanic residents were different from each other, than they 
had thought before going there. 
8. thought that there was more night life in Spain than they had 
expected before going to Spain. 
9. thought that Spaniards were not as warm, cordial, and charming 
as they had expected them to be before going to Spain. 
10. thought that it was more difficult to communicate in English 
throughout Spain than they had thought before going to Spain. 
11. thought that Spaniards were more honest that they had 
expected them to be before going to Spain. 
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Table 20a: 
Perception of Spain as a Vacation Destination<a> 
Statement Pretest Post-test (b} (c} 
------------- ------------- Change t-
Mean Std Dev Mean Std Dev (+/-} test 
1. Spain is an inexpensive 
destination. 
2.7 
2. In Spain, there is a lot of 3.2 
petty crime. 
3. Spanish food is very similar 2.1 
to Mexican food in the 
United States. 
4. A visit to Spain should 
last between two and 
three weeks. 
5. Shopping in Spain is no 
longer a bargain. 
6. Spain's roads are old and 
difficult to drive on. 
7. Spanish people are very 
much like the Hispanic 
residents of the United 
States. 
8. There is hardly any night 






9. Spanish people are warm, 3.9 
cordial, and charming. 
10. In Spain, it is difficult 2.6 
to communicate in English. 




1.1 2.2 1.2 SS 
1. 0 2.7 1. 3 + SS 
1. 0 1. 7 0.8 + SS 
0.9 3.8 0.9 + SS 
0.9 3.8 1. 0 SS 
0.7 2.5 1.2 + SS 
0.8 1.9 0.9 + SS 
0.8 1.4 0.9 + SS 
0.8 3.7 1.1 SS 
0.8 2.9 1.1 SS 
0.7 1. 7 0.7 + SS 
Strongly 
Disagree 





(b) Direction: (+}positive change; (-}negative change. 
(c) Statistically significant differences between pretest and post-
test responses at the 0.05 level. 
Table 20b: 
Perception of Spain as a Vacation Destination 
Statement Pretest Post-test 
Mean Std Dev Mean Std Dev 
13. Tourists should be careful 
not to drink the water 
in Spain 
14. Spanish people are not 
hospitable to American 
tourists. 
15. Deluxe hotels in Spain are 
not as nice as deluxe 





16. Spain has a large variety of 3.8 
quality arts and crafts for 
sale. 
17. The train service in Spain 2.8 
is slow and unreliable. 
18. Spain is not 2.4 
psychologically 
associated with Europe. 
19. Compared to other European 2.6 
destinations, the airfare 
to Spain is very expensive. 
20. Spain is a very warm 3.8 
destination. 
21. Spain is a fascist 1.8 
country. 
22. Spain does not have a 2.3 
highly visible tourist 
landmark like other 
European countries have. 
<a> scale: 
1. 3 2.9 1.4 
1. 0 2.2 1.1 
0.8 3.1 1.2 
0.7 3.9 0.8 
0.7 2.5 0.9 
0.9 2.3 1. 0 
0.9 2.6 1. 0 
0.8 3.9 0.9 
0.8 1. 7 0.8 













Strongly Disagree Neither Agree Agree strongly 
Disagree nor Disagree Agree 
1--------------2---------------3--------------4---------------s 
(b) Differences between pretest and post-test responses are not 
statistically significant at a 0.05% level. 
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F. Fulfillment of expectations and satisfaction with trip to 
Spain 
Only a small percentage of the respondents found their visit 
to Spain to be slightly disappointing (11%) or very disappointing 
(2.8%). While the majority of the respondents (38.1%) found 
Spain to be about what they had expected, almost half found their 
visit to Spain to be either somewhat better than they had 
expected (21%) or much better than they had expected (27.1%) 
(Table 22). 
In keeping with their fulfillment of expectations, 
respondents were also quite satisfied with their visit to Spain. 
The majority of the respondents were either very satisfied (41.7%) 
or satisfied (46.9%) with their trip to Spain. Only small 
proportions were neither satisfied nor dissatisfied (2.9%), 
dissatisfied (5.1%), or very dissatisfied (3.4%) with their trip 
to Spain (Table 23). 
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Table 22: 
Respondents fulfillment of expectations 
-
Response 
1. Much better than I expected 27.1 
2. Somewhat better than I expected 21. 0 
3. About what I expected 38.1 
4. Slightly disappointing 11. 0 




Respondents• Level of satisfaction with trip to Spain 
Level % 
1. Very satisfied 41. 7 
2. Satisfied 46.9 
3. Neither satisfied nor dissatisfied 2.9 
4. Dissatisfied 5.1 




G. Likelihood to Revisit Spain 
The majority of respondents (42.9%) indicated that it would 
be unlikely that they would revisit Spain within the next three 
years. Almost one quarter of the respondents indicated that it 
was somewhat likely that they would revisit Spain within the next 
three years. The rest of the respondents either indicated that 
they would very likely revisit Spain within the next three years 
(16.4%) or that they were somewhat unlikely to revisit Spain 
within the next three years (17.5%) (Table 24). 
Table 24: 
Likelihood to revisit Spain within next three years 
Likelihood 
1. Very likely 16.4 
2. Somewhat likely 23.2 
3. Somewhat unlikely 17.5 




H. Predictors of satisfaction with the Visit to Spain: 
Three stepwise multiple regression analyses were conducted 
in order to determine what factors affected respondents' overall 
satisfaction, expectation fulfillment, and likelihood to visit 
Spain in the next three years. Only the best explanatory 
results are reported here (satisfaction with visit to Spain.) 
The results indicated that several variables significantly 
predicted respondents' satisfaction with their visit to Spain. 
Although the amount of variance explained by these variables was 
relatively low (R square= 0.29), we interpreted the regression 
coefficients as explanatory rather than predictive 
variables. 
We may conclude that respondents who were more satisfied with 
their visit to Spain had the following characteristics (Table 
25) : 
(1) Upon their return from Spain, thought that Spanish people 
were warm, cordial and charming. 
(2) Upon their return from Spain, thought that a visit to Spain 
should last between two and three weeks. 
(3) Upon their return from Spain, thought that Spanish hotels 
were as nice as hotels in the U.S. 
(4) Have taken fewer foreign trips in the past five years. 
(5) Before leaving for Spain, thought that air fare to Spain was 
not much higher than the airfare to other European destinations. 
(6) Upon their return from Spain, thought that visitors to Spain 
should not be concerned with drinking water in Spain. 
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Table 25: 
Multiple Regression of Level of satisfaction 




Upon return from Spain: 
Spanish people are 
warm, cordial, charming 
Upon return from Spain: 
A visit to Spain should 
last 2-3 weeks 
Upon return from Spain: 
Spanish Deluxe hotels are 
0.23 
0.18 
not as nice as in U.S. -0.19 
Number of foreign trips 
taken in the past 
five years -0.18 
Prior to departure 
for Spain: 
Airfare to Spain is 
expensive, compared to 
other destinations 
Upon return from Spain: 
tourists should not 
-0.17 
drink water in Spain -0.13 
*p < 0.05 
R square = 0.29 






















V. SUMMARY AND CONCLUSIONS 
The major objective of the study was to identify the 
perception of Spain as a tourist destination among first time 
United States travelers to Spain both prior to (pretest) and 
following their trip (post-test). 
The sample consisted of two thirds females and one third 
males. Over one half of the respondents were married and had a 
college degree. Their median income was $50-60,000. Respondents 
traveled a median of 3 times to foreign destinations in the past 
five years. 
The majority of the respondents planned their trip to Spain 
over four months prior to the trip, traveled to Spain primarily 
for vacation, and were motivated to visit Spain mostly by 
recommendations of friends and relatives and Spain's climate. 
While 85.8% of the respondents used travel agent services, 
only 71.9% indicated that they received information about Spain 
from a travel agent. The majority of those who used travel agents 
considered them to be very well informed about Spain. Less than 
ten percent considered their agent to be somewhat uninformed or 
uninformed. 
The majority of the respondents were traveling with their 
spouse or with a friend. The respondents' median number of adult 
companions was one and their median number of companions under 
the age of eighteen was two. 
The majority of the respondents planned to visit Spain only, 
but those that intended to visit other countries, planned to 
visit Portugal, Morocco, France, Canary Islands, Algeria, 
Belgium, and the United Kingdom. Most of the respondents were 
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traveling on a prepaid package tour. Respondents planned to 
stay a median of ten lodging nights in Spain. 
The majority of the respondents had not been exposed to 
advertising about Spain. Those that had seen advertising about 
Spain mentioned newspaper, magazine, and brochure advertising 
most often. 
Prior to their trip to Spain, respondents thought that: 
1. Spaniards are warm, cordial, and charming; 
2. Spain is a warm destination; 
3. Spain has a large variety of quality arts and crafts for 
sale; 
4. The shopping in Spain is no longer a bargain; 
5. A visit to Spain should last between two and three weeks; 
6. Spaniards are honest people; 
7. There is a good night life in Spain; 
8. Spanish food is not similar to Mexican food in the United 
States; 
9. Spanish people are not like Hispanic people in the United 
States; 
10. Spain is not a fascist country; 
11. Spanish people are hospitable to American tourists; 
12. Spain is psychologically associated with Europe; 
13. Spain does have a highly visible tourist landmark: 
14. Airfare to Spain is not very expensive compared to other 
European destinations; 
15. It is not difficult to communicate in English in Spain; 
16. Spain is an inexpensive destination. 
They neither agreed nor disagreed that: there is a lot of 
petty crime in Spain; that Spain's roads are old and difficult to 
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drive on; that tourists should be careful not to drink the water 
in Spain; that deluxe hotels in Spain are not a nice as those in 
the United States; or that the train service in Spain is slow and 
unreliable. 
After their trip to Spain, respondents perception of Spain 
as a vacation destination changed significantly in eleven 
dimensions. 
Following their visit to Spain, respondents thought that: 
Spain was a more expensive destination than they had thought, 
that there was less petty crime in Spain, that the Spanish food 
was less similar to Mexican food, and that a visit to Spain 
should last between two and three weeks. 
The tourists who returned from Spain also thought that 
shopping in Spain was no longer a bargain, the roads in Spain 
were better than they had expected, that Spanish people and the 
U.S. Hispanic residents were different from each other, and that 
there was more night life in Spain than they had expected. 
In addition, tourists who returned from Spain thought that 
Spaniards were not as warm, cordial, and charming as they had 
expected before going to Spain, and that it was more difficult to 
communicate in English throughout Spain than they had thought 
before going to Spain. Spaniards were perceived to be more 
honest that they had expected. 
The majority of the respondents had their expectations of 
Spain met or surpassed. Less than fourteen percent were slightly 
disappointed or disappointed. The majority of the respondents 
were either very satisfied or satisfied with their visit. 
In addition, the majority of the respondents indicated that 
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it was unlikely or somewhat unlikely that they would revisit 
Spain within the next three years. A smaller proportion said it 
was very likely or somewhat likely that they would revisit Spain 
in the next three years. 
Finally, a multiple regression analysis revealed that six 
variables significantly predicted respondents' satisfaction with 
their visit to Spain. The variables included perceptions that 
Spanish people were warm, cordial and charming, that a visit to 
Spain should last between two and three weeks, that Spanish 
hotels were as nice as hotels in the U.S., that airfares to Spain 
were not much higher than airfares to other European 
destinations, and that visitors to Spain should not be concerned 
with drinking water in Spain. In addition, those who were 
satisfied with their visit to Spain have taken fewer foreign 
trips in the past five years. 
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